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PRIORITY CLAIM 

This application claims the benefit of U.S. Provisional Application No. 
60/166,547, filed November 19, 1999 and U.S. Provisional Apphcation No. 60/166,664, 
filed November 19, 1999 whicli are incorporated herein by reference in their entirety. 

Background of the Invention 

Field of the Invention 

The present invention is related to feedback processing, and in particular to 
methods and systems for processing feedback received over a network. 
Description of the Related Art 

Networked systems have become an increasingly prevalent and vital technology. 
Networks, such as the Internet,, allow large numbers of computer systems and people to 
swiftly transfer data across the globe. Despite the tremendous benefits afforded by 
networking large numbers of systems and people together, significant challenges are 
posed as well. It has become increasingly difficult to evaluate the quality of data 
accessed over networks. The data often comes from sources unknown by the recipient. 
Thus each recipient often has to individually evaluate each incoming datum. Because it 
is impractical for individuals to evaluate large quantities of data, and because certain 
types of data camot be adequately evaluated using automated systems, valuable data 
concealed in vast amounts of less valuable data is often ignored. 

For example, online merchant Web sites commonly provide various types of 
informational services for assisting users in evaluating products and other offerings. 
Such services can greatly aid consumers in deciding which product or offering to 
purchase. These informational services are particularly valuable for online purchases, 
where customers do not have the opportunity to physically inspect or try out products. 

One type of information service involves providing feedback from product users. 
The feedback may be in the form of reviews. These reviews may be fi-om professional 
reviewers or from customers. However, in conventional systems customer reviews often 
lack credibility, as consumers do not know if the review is from a "crank," who 
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disapproves of every product, or from a very easy to please customer, who likes every 
product. Thus, when reviews disagree, consumers do not know which review to rely 
upon, making the reviews less useful. Further, when there are large number of customer 
reviews, it may be a tedious and time-consuming process locating the more worthwhile 
reviews. Therefore valuable reviews are often ignored. 

Summarv of the Invention 

The present invention is related to feedback processing, and in particular to 
methods and systems for proce^ssing distributed feedback received over a network. Data 
is distributed over a network i;o large numbers of remotely located individuals, one or 
more of which may provide feedback on the value or usefiilness of the data. 

For example, product njviews received from large numbers of product users may 
be distributed to large numbers of people, one or more of whom may evaluate one or 
more of the reviews. These evaluations may be used to indicate to readers the 
helpfulness or value of the reviews. Thus, one embodiment of the present invention 
advantageously helps on-line customers discover and evaluate products or offerings by 
presenting useful data or infomiation, such as customer reviews, organized and presented 
so that the more useful reviev/s can be quickly located. By providing a system that 
allows customers to express their opinions and provide their expertise on products, 
customers can help each other determine what to buy and what to avoid. Further, 
customers reading other customers' reviews can rate the reviews, thereby helping identify 
which reviews are more useful, and which reviewers are more dependable. 

The usefulness determination may be based on one or more factors. For example, 
the usefulness determination may be based on how similar the reviewer is in his or her 
opinions, interests, and preferences to those of the viewing customer. Similarly, past 
purchases, education level, and demographic information may also be used in helping 
determine the likely usefulness of a given reviewer's reviews to a given customer. 
Further, the usefulness determiaation may be based on how valuable other customers 
have found the reviewer's reviews, as described in greater detail below. 

Customers may provide their reviews using a variety of techniques. For example, 
customers may provide a review by filling out a review form or other user interface. The 
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review form may request a rating on a rating scale, a one-line review summary, the 
review itself, the customer's name, the customer's e-mail address, nickname, and/or other 
personal or identifying infonnation, such as their photograph, geographical location, 
educational achievements, and so on. Customers may also be identified during sign-in, 
via a user ID and password, by reading a cookie stored on the customer's computer, or 
using other techniques, in conjunction with submitting a review. Optionally, customers 
may be allowed to provide re\iews anonymously, that is, without identification. In one 
embodiment, the customer can specify whether one or more of the customer's name, e- 
mail addresses, and/or other personal or identifying information are to be later displayed 
in conjunction with the review, or if the review should be displayed anonymously. 

For example, the reviews submitted by customers are later displayed in 
conjunction with the offer of the product for sale. For non-anonymous reviews, the 
reviewer's name or nickname, as selected by the reviewing customer, will be displayed in 
conjunction with the review. Further, non-anonymous customer reviews are optionally 
linked to a reviewing customer's public profile, which provides additional public 
information about the review author. 

Customers reading the reviews can rate individual reviews based on their 
perceived usefulness. The review rating may include a point score and/or a "useful" or 
"not useful" designation. The review ratings allow identification of the more useful 
reviews as well as the identification of customers who tend to provide more useful 
reviews. Reviews provided on product detail pages may include an indication noting 
which reviews have been considered useful or valuable by others. Thus, customers can 
help other customers by not only providing product reviews, but also by rating or 
reviewing those reviews. This allows customers trying to decide which product to 
purchase to quickly focus on nsviews that others have are already designated as being 
useful. Further, customers reviewing products benefit by knowing they are helping 
others.. 

Further, the reviews maj' automatically be ranked for display, and/or filtered out, 
based on the votes they receiv;. For example, assuming multiple reviews have been 
submitted for a particular product, those voted to be the most useful may be displayed 
first (e.g., closer to the top of a product detail page). The reviews voted to be the least 
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useful may be displayed in a less prominent location (e.g., near the bottom of a product 
detail page), or may be filtered out (not displayed). 

Customers may be ranJced based on the tally of useful and/or useless votes that 
they have received on their reviews. These customers may be identified with appropriate 
language, markers or. other indicators in association with their reviews and on their 
profile page. For example, a i-eviewing customer may have a designation of "top 100" 
reviewer if the customer received enough "useful" votes to place the customer in the top 
100 reviewers. This provide;? customers valuable feedback on how well they write 
reviews and provides a psychological incentive to improve their reviews so as to achieve 
a better designation. 

Furthermore, customers looking for reviews by a highly rated reviewer can 
activate a link to view some or all of the reviews written by that reviewer. Thus, if a 
customer identifies a reviewer that the customer particularly likes, the customer can 
quickly access reviews by that reviewer. Further, when viewing reviews of a product, the 
customer can specify that a selected reviewer's review be presented first, at the beginning 
of a list of reviews. In one embodiment, the customer can specify that reviews written by 
a selected reviewer or reviewers; by e-mailed to the customer. 

In addition, another novel aspect of one embodiment of the present invention is 
that customers are given the atdlity to selectively share with other customers or people 
they know information about ii;ems they have purchased. A customer may be able to 
specify which specific individuals and/or groups the information is to be shared with. 
Further, the customer may specify that different types of information are to be shared 
with different specific individuals and/or groups. 

By sharing their purchase information as well as other types of information, 
customers can help each other make better purchase decisions. Thus, the present 
invention provides an efficient and accurate method of gathering customer purchase 
information and opinions, and sharing that information with designated recipients. These 
recipients can then base at least some of their future purchase decisions on the 
recommendations, experiences and purchase histories of others, and in particular, people 
they know and/or trust . 
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A novel infrastructure is provided that captures and stores customer-to-customer 
relationships for future use. This infrastructure faciUtates future sharing of other types of 
information such as wish list, risviews, auctions, favorite artists, instant recommendations, 
shipping address, and so on. 

Brief Description of the Dravv^ings 

Exemplary systems, processes, services and pages which implement the various 
features will now be described with reference to the following drawings, in which: 

Figures 1 A-B illustrate example profile pages for entering information related to a 
customer's profile; 

Figures 2 illustrates an example page used to add a picture to the profile page 
illustrated in Figure 1 A; 

Figure 3A illustrates an example public profile page, including profile 
information entered into the profile page illustrated in Figure 1 A; 

Figure 3B illustrates an example customized review page; 

Figure 3C illustrates and example page including reviews written by the user 
associated with the profile page illustrated in Figure 3A; 

Figure 4 illustrates a product information page, including a review, a rating 
associated with the review author, and including a link to a review entry page; 

Figure 5 illustrates an e:s ample review entry page; 

Figure 6 illustrates an e^^ ample page listing reviewers having selected rankings; 

Figure 7 illustrates an example online process for receiving, processing, and 
presenting evaluations for reviews of the type shown in Figure 4; 

Figure 8 is an architectural schematic illustrating an exemplary set of components 
which may be used to implement the customer profile form, customer reviews, rating of 
customer reviews, rating of reviewers, and personal purchase circles; 

Figures 9A-C illustrate an explanation page that explains what the different 
statuses that can be assigned by one customer to another customer; 

Figures lOA-B illustrate an example customer purchase sharing page for 
specifying for which of a customer's purchases is information to be shared with 
designated others; 
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Figure UA illustrates im example page used by a customer to specify who may 
view the customer's purchase sliaring page; 

Figure 1 IB illustrates an example page used by a customer to change the status of 
another user with respect the customer and to display who has been invited to view the 
customer's purchase sharing page but has not responded.; and 

Figure 12 illustrates an example e-mail notification informing an invitee to view a 
customer's purchases page. 

Detailed Description of the Preferred Embodiment 

Throughout the following description, the term "Web site" is used to refer to a 
user-accessible network site that implements the basic World Wide Web standards for the 
coding and transmission of hypertextual documents. These standards currently include 
HTML (the Hypertext Markup Language) and HTTP (the Hypertext Transfer Protocol). 
It should be understood that the term "site" is not intended to imply a single geographic 
location, as a Web or other network site can, for example, include multiple 
geographically distributed computer systems that are appropriately linked together. 
Furthermore, while the follov^dng description relates to an embodiment utilizing the 
Internet and related protocols, (3ther networks, such as networked interactive televisions, 
and other protocols may be used as well. In the figures, words and phrases are underlined 
to indicate a hyperlink to a document or Web page related to the underUned word or 
phrase. In addition, unless otherwise indicated, the functions described herein are 
preferably performed by executable code rurming on one or more general purpose or 
computers or on servers. 

The present invention is related to feedback processing, and in particular to 
methods and systems for processing distributed feedback received over a network. Data 
is distributed over a network to large numbers of remotely located individuals, one or 
more of which may provide feedback on the value or usefuhiess of the data. 

Advantageously, a review processing system helps customers select which items 
to purchase and helps customers leam about products or offerings by presenting useful 
information, such as customer-authored product reviews. Customers can thus help each 
other determine what to buy and what to avoid. Further, customers can rate product 
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reviews, thereby identifying which reviews are the most useful and which reviewers tend 
to provide more useful reviews. For example, product reviews received from large 
numbers of product users by an online merchant may be distributed to large numbers of 
people, one or more of whom may evaluate one or more of the reviews. To help 
customers quickly locate the more helpful reviews, these evaluations may be aggregated 
and displayed in association with the reviews. Reviewer profiles are generated so that 
customers can better locate reviewers whose opinions they are more likely to find helpful. 
The review processing system may be associated with a particular merchant Web site, or 
may be used across multiple Web sites for several corresponding merchants. 

As described in greater detail below, to further provide helpful customer 
generated shopping information, customers can selectively share information regarding 
purchases with friends, family, and others. 

Because consumers or (customers are very interested in product reviews by other 
customers, and in purchases made by those who opinions they value, a merchant which 
provides such customer reviews, helpful review ratings, and provides for the sharing of 
purchase information among customers, is more likely to be visited by additional 
consumers. These additional visiting consumers may make purchases at the merchant's 
site, thereby improving the merchants sales. 

The following detailed description will first describe the process of generating 
customer profiles, then describe the actual review generation and display process, the 
process of reviewing reviews, and the process of ranking reviewers. In addition, a novel 
process whereby customers can automatically and selectively share their purchase 
information with each other will be described. Additional embodiments of the present 
invention will then be described with reference to the figures. 

As discussed above, in addition to providing customer reviews, a profile is 
optionally generated for a given customer reviewer. As will be discussed in greater detail 
below, all or portions of the profile may be presented in conjunction with the reviewer's 
reviews as part of the reviewer's pubhc profile. This provides a more tangible identity 
readers can better relate to, and iurther enhances the credibility of the reviews. 

The generation of reviewer profiles will now be discussed in more detail. The 
customer profile is stored in a customer database located connected to the merchant's 
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Web site. Initially, the profile may contain limited or no information. Information may 
be added to the profile using a variety of techniques. For exarriple, when a customer goes 
through a setup process, discussed in greater detail below, a profile template or form is 
presented to the customer. The customer may enter profile additional information into 
the form and specify what additional information is to be displayed on the customer's 
pubhc profile page, that is, the page or pages containing profile information viewable by 
the public. 

In one embodiment, even if the customer has not gone through the profile setup 
process, when the customer ^Arites a non-anonymous review, those non-anonymous 
reviews will appear either directly or as a link on a customer's public profile page, also 
termed a "user page" or an "about you area" page. However, in this instance, the profile 
page will not contain profile information received from the profile setup process. 

In addition, where the reviewer has not gone through the profile generation 
process, in order to associate reviews with a particular reviewer, past non-anonymous 
reviews are analyzed, and based on the e-mail addresses associated with the past non- 
anonymous reviews, the review?/ processing system deduces which customer account or 
accounts are Ukely to be associated with the review author. Corresponding account 
identifiers are then included in the customer's public profile for later confirmation by the 
customer. An e-mail or Web site notification is optionally provided to the customer, 
informing the customer of the added public profile information and, where appropriate, 
requesting confirmation of the; added information. Further, in one embodiment, the 
profile page will not show any customer information until the customer expUcitly sets up 
his or her page. 

The customer/author prc)file may include one or more of the following: 

1. Author's picture 

2. Author's self description 

3 . Author' s nickname 

4. Author's name 

5. Author's e-mail address 

6. The non-anonymous reviews that the author has written 

7. The number of non-anonymous reviews that the author has written 

8. The number of useful or helpful votes that each review has received 

9. The number of useful or helpful votes that the author has received through his 
or her reviews 
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10. The date the customer first became a customer, registered, created the profile, 
and/or last edited the profile 

11. Hobbies 

12. Favorite sports teams 

13. Previously purchased products 

14. Customer demographic information, optional including one or more of the 
following: geographical location, age, gender, profession, education, income, 
marital status, number of children, political affihations, rehgious affiHations, 
ethnicity 

15. The author^s preferred or favorite reviewer or reviewers 

The above profile items are discussed in greater detail below. 

For one or more of the above items, the customer is optionally allowed to 
designate which items are to be public, that is, available for viewing by anyone visiting 
the merchant Web site, and which items are to be private, that is, not available to the 
general pubhc. For example, in one embodiment, viewing of private items is restricted to 
the customer. In another embodiment, viewing of private items is restricted to the 
customer and to those specifically designated by the customer. Optionally, the review 
processing system can designate certain information to be pubhc and certain information 
to be private. 

A preview of the public profile is presented to the customer for approval or for 
editing before the profile is published. Customers can then later edit their profile 
information, as well as the private/public designations. The edited information may be 
updated upon submission of the changes, or it may take a period of time until the changes 
are made available to others. 

A viewer can access a pubhc profile page by activating a link within or adjacent 
to a review provided by the customer, by typing in the customer's name, and/or by 
searching on the customer's name or nickname. The public profile may include or link to 
the customer's public profile information, non-anonymous reviews written by the 
customer, and other information. Furthermore, as discussed below, the reviews may 
optionally be displayed in conjunction or linked to customer feedback with respect to the 
reviews. The customer feedback may be in the form of ratings of the customer's reviews 
and/or the number of "useful" and "non-useful" votes received for the reviews. In 
addition, the customer's overall review rating or ranking based on ratings provided by 
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others can be displayed. The count of all the reviews a customer has written may also be 
displayed. The customer may optionally be allowed to designate some or all of this 
information as private or public. 

The profile items listed above will now be discussed in greater detail. With 
respect to the review author's picture, by including a customer's picture on the 
customer's public profile page, the reviewer will have more creditability with readers of 
his or her review, and reader can better identify or relate to the reviewer. In one 
embodiment, customers can optionally supply a URL to an image, such as picture or 
photograph, located at another Web site. The photograph may be shown immediately 
with the profile once the profile is published. In one embodiment, the customer can 
supply any size picture, howevi^r the width and height may be restricted through the use 
of an appropriate image tag. 

Customers may be allov/ed to later change the URL to their picture. Once a new 
URL is provided, the chang(3d URL may be available immediately. In another 
embodiment, rather than provide a URL to a photograph, customers may upload a 
photograph to the merchant Web site, which then hosts the photograph so that it can be 
served to remote terminals used by viewers. 

With respect to the self-description information, customers can describe 
themselves in a fi:'ee-form manner, allowing customers to build any identity, real or 
imagined, for viewing by others. The self-description may be limited to a certain number 
of characters, such as 4,000 characters. After the self-description is submitted, any 
HTML tags may optionally be deleted before storing the description in the database. 
Customers may be allowed to designate their self-description as public or private. The 
self-description field may optionally pre-populate if the customer has already provided 
the self-description, such as during the registration process when entering a wish list. 

With respect to a review author's nickname, inclusion of a nickname as part of the 
customer's profile advantageously allows customers to maintain a significant level of 
anonymity and to create an alter ego by posting reviews under their nickname rather than 
their actual name. At the same time, by including nicknames, reviews will still be 
attached to a tangible identity, adding credibility to the reviews and allowing readers of 
the review to "get to know" the reviewer. 
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While in one embodiment the same nickname may be used by more than one 
customer, in another embodiment, nicknames are unique, so that two people cannot have 
the same public identity. However, to allow greater freedom in choosing nickname, 
optionally, only active nicknames have to be unique. Thus, when a customer creating his 
or her profile enters a nickname, that nickname is compared to already existing customer 
nicknames. If someone else is. using the entered nickname, then the customer may be 
requested to select a different nickname. The process repeats until the customer either 
enters or selects a unique nickname or exits the nickname selection process. In order to 
speed-up the selection of a nickname, the customer is optionally presented with a 
selection of unique nicknames from which to choose or may be assigned a nickname. 

Nicknames may be used by customers to quickly locate reviewer-related 
information. For example, when someone wants to locate information on a particular 
customer, or locate other reviews by a particular customer, they may enter the customer 
nickname into a search field and activate a search fiinction. The requester is then 
presented with the customer's public profile page, including the customer's reviews or 
links to the customer's reviews. This search feature allows users to quickly and easily 
find pages and reviews associated with a given reviewer and nickname. In one 
embodiment, if a searcher enteis a previous customer nickname that is no longer in active 
use, the entered nickname will be compared against inactive or historical nicknames. If a 
match is found, the searcher is be presented with the reviewer's profile page and reviews, 
as well as a notification of the reviewer's new nickname. 

The customer's nicknames as well as some or all of the other customer profile 
information may be used across muUiple sites and electronic commerce stores associated 
with a merchant and/or a merchant site. For purposes of illustration, the merchant Web 
site in the disclosed implementation is the Web site of Amazon.com. As is well known in 
the field of Internet commerce, the Amazon.com site includes ftmctionality for allowing 
users to browse and make onhne purchases fi*om a catalog of miUions of book tities, as 
well as to purchase toys, games, electronics, music, videos, home improvement items, 
cars, and the like. Amazon has an associated auction site, as well as "zShops," and other 
retail stores. A selected customer nickname may be used across several or all of the sites 
associated with Amazon, which is a significant convenience for the customer. In another 



11 



embodiment, different nicknames may be used for different related sites, as well as for 
unrelated sites. 

To enhance user customization, customers may optionally be allowed to change 
their nicknames. The new nickname may be immediately available or may be available 
after a time lag. Optionally, a customer may be required to select a nickname and have 
the nickname displayed on their public profile page and/or their reviews. In another 
embodiment, the selection of a nickname is optional, and the user may elect to keep the 
nickname private. In one embodiment, in response to a search request or the activation of 
a nickname history link, or other user actions, a customer and/or other viewers may be 
presented with nickname histor/, that is, a list of previous nicknames associated with the 
customer. 

To further personahze communications with customers, the customer's nickname 
or actual name, as included in the customer's profile information, may be used as part of 
a salutation or greeting to the customer when communicating to the customer. For 
example, if the customer's name is "John Doe," e-mails or customer-specific Web pages 
may include the greeting "Hi John!" or "Hello Mr. Doe" The customer name will 
optionally pre-populate a profile template name field if the customer has already provided 
the name, such as during a customer registration process, while creating a wish list, while 
ordering a product , or while otlierwise accessing the merchant Web site. 

With respect to the author's e-mail address, customers can choose to 
communicate with visitors to ttieir public page by having their e-mail address displayed 
to viewers. Optionally, to better ensure the integrity of the review process, customers 
may be required to supply an e-mail address. The e-mail address may be displayed as 
soon as the profile page is pubhshed. In one embodiment, e-mail addresses do not have 
to be unique. If there are multiple identical e-mail address, an e-mail address selection 
process will uses selection and vaUdation rules. Optionally, as a defauh, the e-mail 
address is designated as "private," that is, not displayed to the pubhc. However, the 
customer can change the designation to "public," in which case the customer's e-mail 
address will be displayed on the customer's pubhc profile page The e-mail address field 
may optionally pre-populate if the customer has already provided the e-mail address, 
such as during the registration ]3rocess. 
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In order to prevent luiauthorized access, authentication of the customer is 
performed before permitting the: customer to setup or edit a profile. For example, before 
accessing a profile page, customers may be required to register and/or to have already 
purchased items from an associated merchant site. The registration process may request 
that the customer provide infoimation such as name, shipping address, billing address, 
and/or e-mail address. Customers may also be identified or otherwise authenticated 
during sign-in, via a user ID and password or otherwise recognized, in conjunction with 
submitting a review. In one enribodiment, the customer can specify whether one or more 
of the customer's name, e-mail addresses, and/or other personal or identifying 
information are to be later displayed in conjunction with the review. Optionally, 
reviewers may be allowed to provide reviews anonymously, that is, without 
identification. 

One embodiment of the review entry process will now be described. In one 
embodiment, a "review entry" link may be provided in association with a product. By 
activating the link, a user is presented with a review entry form. The review form 
accessed by the customer may request a rating on a rating scale, a grade, a one-line 
review summary, and/or a full textual review. 

Optionally, to insure the integrity of the reviews, a potential reviewer is 
authenticated before being allowed to submit a review. If the potential reviewer has not 
yet established an account, tiie potential reviewer is asked to estabUsh a customer 
account. Alternatively, anyone may be allowed to submit a review. 

To further increase the integrity of the review process, customers may be 
restricted to submitting or having displayed only one review for each product. This 
avoids having one customer who loves or hates a product from skewing the impression 
upon readers by submitting nriultiple reviews stating one point of view. Thus, in one 
embodiment, a review database is analyzed to determine if the customer has previously 
submitted a review of a given product. If not, then the review is accepted and stored in 
the review database for later display. 

If the customer has previously submitted a review for the product, the reviewer is 
so notified and prevented from submitting additional reviews for that product. In another 
embodiment, the new review may be accepted, but not displayed. In still another 
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embodiment, the customer may be offered a choice of which review is to be displayed. 
In yet another embodiment, the new review is accepted, stored, and later displayed in 
associated with the product, but the older review is automatically removed Jfrom display 
on the merchant Web site, and optionally deleted from the review database. 

If the customer has not yet filled out a profile form, such a form may now be 
presented to the customer befoie the review form is provided. As previously described, 
personal information, such as the customer's name, the customer's e-mail address, 
nickname, and/or other personal or identifying information, such as photograph, 
geographical location, education, and so on, may be requested or some or all of the 
information may have already been gathered during the registration process. 

The reviews submitted by customers are later displayed in conjunction with the 
offer of the product for sale. For non- anonymous reviews, the reviewer's name or 
nickname as selected by the reviewing customer, will be displayed in conjunction with 
the review. Further, as discussed below, non- anonymous customer reviews optionally 
link to the reviewing customer' s public profile provides additional information about the 
author of the review. 

The customer may elect to have the review displayed with all or a portion of the 
customer's name as provided during the registration process, or may elect to have the 
customer's nickname displayed instead. As a default, all or a portion of the customer's 
nickname as entered in the customer's profile page will be displayed in association with 
the customer's review, unless the customer instructs otherwise. If the customer has not 
created a public profile, then as default, all or a portion of the customer's actual name 
will be displayed, subject to ctiange by the customer. Alternatively, the consimier may 
elect to have the review prese:nted anonymously, that is, without a customer identifier, 
such as a name or nickname. 

In one embodiment, thQ customer's name or nickname presented in association 
with non-anonymous reviews is linked to the customer's profile page. Thus, when a 
viewer activates the link, the viewer will be presented with the customer's profile page, 
including the information that the customer has designated as "public," but excluding the 
information that the customer has designated as "private." If the review is anonymous, 
then the review is not linked to the customer's profile page. 
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The evaluation and rating of reviews will now be described in detail. To further 
enhance the usefulness of customer reviews, and to enable other customers to more 
quickly and accurately locate useful customer reviews, individual customer reviews may 
be rated or reviewed by others. For example, the customer reviews may be rated or voted 
on as "very useful," "very helpful," "useful," "helpful," "not helpful," or "not useful" by 
others, or the customer reviews may be rated on a point or star system, where the higher 
the number of points or stars, the more useful or the better the review. In one 
embodiment, rating of customer reviews may be restricted to other customers, as opposed 
to the general public reading the: reviews. This enhances the reliability of the ratings, as it 
is less likely that the other customers will be pranksters giving random ratings than is the 
case with non-customers. However, in another embodiment, the rating of customer 
reviews may be performed by the general public, to thereby obtain a larger voting base. 

To ensure the integrity of the rating process, if a customer has previously rated or 
reviewed a review, the customer is so notified and prevented from submitting additional 
ratings for that review. In another embodiment, the new rating may be accepted, but not 
displayed. In still another embodiment, the customer may be offered a choice of which 
of the customer's ratings is to be used. In yet another embodiment, the new rating is 
accepted, stored, and later used in rating the reviewer, but the older rating is 
automatically no longer user in rating and/or rating the reviewer. To further ensure the 
integrity of the rating process, customers are optionally prevented from rating their own 
reviews. Once a customer has submitted their rating of the review, the customer may be 
redirected back to the product item page from which the customer had previously linked 
to provide the rating. 

The number of "useful" and/or ''not useful" votes or the like that a review has 
received may affect how the review is displayed on the merchant Web site. In addition, 
the number of "useful" and/or "not useful" votes that a customer's reviews receives may 
affect how information about die reviewer is displayed on the Web site. 

Customers may be i*ani:ed based on the tally of useful and/or useless votes, or the 
like, that their reviews have received. In tallying votes, a "useful" vote may have a value 
of "1," and a "not useful" vote may have a value of "-L" For example, a reviewer with 
100 "useful" votes and 20 "not useful" votes may have a tally or score of 80. In another 
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embodiment, the tally may be leased on only "useful" or on only "not useful" votes, or 
equivalents thereof The "useful" and "not useful" votes may optionally be assigned 
different values. For example, a "useful" vote may be assigned a value of "2" and a "not 
useful" vote may be assigned a value of "-0.5," so that "useful" votes are weighted more 
heavily than "not useful" votes. 

Optionally, the tally of ratings given to anonymous reviews is tracked separately 
from those given to non-anonj^mous reviews. In addition, the total tally of all ratmgs 
may also be tracked. In one embodiment, a rating of a reviewer's anonymous review is 
given less weight then that of z rating of a non-anonymous review by the reviewer. For 
example, a "useful" vote for a non-anonymous review by a given reviewer may be 
assigned a value of "2," while; a "useful" vote for an anonymous review by the given 
reviewer may be assigned a value of "1." Generally, this allows non-anonymous reviews 
and their authors to more easily attain higher scores or ratings than anonymous reviews, 
thereby encouraging reviewers to provide non-anonymous reviews, which generally 
appear more credible to readers . 

The tally or taUies discussed above may be continuously calculated in 
substantially real-time as new ratings are received, or periodically, such as once every 
day. 

All or some of the ranked customer reviewers may be identified with appropriate 
language, markers or other indicators in association with their reviews and/or on their 
profile page. For example, each customer review may have the tally, score, rating and/or 
ranking displayed with or linked to the review. In another example, only selected 
reviewers are identified by their rating or score. For example, only reviewers having a 
tally or score above a certain amount or having a certain rating or better may be 
identified. Thus, in one embodiment, a reviewing customer may have a designation of 
"top 100" reviewer if the customer received enough "useful" votes and/or few enough 
"not usefiil" votes to place the customer in the top 100 reviewers. This provides 
customers valuable feedback of how well they write reviews and provides a 
psychological incentive to improve their reviews so as to achieve a better designation. 

In one embodiment, wliere a "usefiil" or helpflil vote is worth 1 point, and a "not 
useful" or "not helpful" vote is worth 1 point, and the customer/reviewer score is equal to 
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the useful votes minus the not useful votes, the following or similar designations are 
displayed to viewers next to the reviewer's reviews, review summaries, and/or pubUc 
profile page: 



Score 


Designation 


<250 


No designation 


250-999 


"Trusted Reviewer" 


999-4999 


"Very Trusted Reviewer" 


>4999 


"Most Trusted Reviewer" 



The reviewer may be given a reward in recognition of achieving or bettering a 
predetermined score, rating or ranking. For example, if the reviewer has achieved a score 
of better than 999, the reviewer may receive a discount, gift certificate, or free product. 
Other types of rewards may include having items that the reviewer is auctioning be given 
highlighted or given special emphasis. In addition, information, or a link to information, 
on the auction item or other item for sale by the reviewer may be included on the 
review's profile page. 

In addition, a reviewer's rating may affect the positioning of the reviewer's 
review in a group of reviews. For example, the better the rating of the reviewer, the 
better or higher positioning of the reviewer's review. The review placement may be 
based on other factors in addition to or instead of the reviewer rating, such as on the 
recentness of the review, the number of similar products purchased by the reviewer from 
the merchant site, or other factors. Further, the placement of a given review within a 
group of reviews may be different from viewer to viewer. 

For example, the placement of a given review may be based at least partly on the 
viewer's profile and/or purchase history, and not just on the reviewer's rating or rating. 
Similarly, if a reviewer has been designated as a favorite or preferred reviewer by the 
viewer, then a review by that reviewer may be given higher or more prominent 
placement. In one embodiment, the placement of a given reviewer's review in a group of 
reviews may be partly based on how similar the reviewer is in his or her opinions and 
preferences to those of the viewing customer. 

Thus, for example, if the product being reviewed is a book, the review of a first 
reviewer with a relatively low^er rating or ranking than a second reviewer, but who has 
purchased several of the sarae or similar books as the viewer, may have a higher 
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placement than a review from the second, higher ranked reviewer, who has purchased 
relatively fewer or none of thi^ same or similar books as the viewer. However, for 
another viewer with different characteristics or having a different purchase history, the 
second reviewer's review may have a higher placement than the first viewer. 

The reviewer's geographical location, education, expressed interest in various 
areas, such as history, science, and so on, as compared to that of the viewer, may affect 
the review placement as well. Information about the viewer's characteristics, including 
the viewer's purchase history, may be retrieved from a cookie stored on the viewer's 
computer and/or retrieved from the viewer's account information stored in a merchant 
database. 

The placement of the customer's own review may be given a prominent 
placement when the customer activates a link or otherwise accesses reviews for a 
particular item or product that the customer has reviewed. For example, the customer's 
own review may be provided as the first review and/or may be bolded, specially colored, 
or otherwise emphasized. 

In order to appropriately place reviews, in one embodiment the viewer's identity 
is ascertained so that the viewer's characteristics may be stored in the viewer's customer 
profile, and can be located in the appropriate customer database. The viewer's identity 
may be determined by reading the viewer's cookie, by the viewer logging in to the Web 
site, or using other known techjiiques. The term "identity" is used to refer to one or more 
of the viewer's actual name, the viewer's account, the viewer's computer, or other t3^es 
of identity. 

To further facilitate customers' ability to locate useful reviews, customers looking 
for reviews by a highly rated reviewer can activate a link to view several or all of the 
reviews written by that reviewer. Thus, if a customer identifies a reviewer that the 
customer particularly likes, the customer can quickly access reviews for different 
products or items by that reviewer. Further, when viewing reviews of a product, the 
customer can specify that a selected reviewer's review be presented first, at the beginning 
of a list of reviews. In one embodiment, the customer can specify that reviews written by 
a selected reviewer or reviewei^s by e-mailed to the customer. 
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In addition, a customer can request that only the reviews of reviewers having 
achieved a high rating should be displayed. For example, the customer can select the 
rating level that a reviewer or rt^view needs to achieve before the review is displayed to 
the customer. The customer (:an also request that the customer be notified when a 
particular reviewer submits a new review. The customer may request that the 
notifications be filtered based on the item being reviewed, the category of item being 
reviewed, when the particular reviewer provides a favorable review, such as a 3 star or 
better review. Thus, customer can quickly find out when a new, well received product is 
available. In addition, the customer may be request that the customer be notified 
whenever a new review is submitted for a selected item. The notifications are then 
provided in accordance with the customer's requests. 

Thus, the review evaluations allow customers deciding which product to purchase 
to quickly focus on helpful reviews that others have are ready designated as being useful. 
In addition, a customer can quickly access reviews by reviewers whose opinion the 
customer values. Further, customers rating products benefit by knowing they are helping 
others. 

In addition, another novel aspect of one embodiment of the present invention 
provides customers the ability to selectively and automatically share with others 
information about items they h^ive purchased. The customer can specify which specific 
individuals and/or groups the information is to be shared with. Further, the customer may 
specify that different types of information are to be shared with different specific 
individuals and/or groups. Customers are thereby provided the abihty to dynamically 
specify which information shcmld be kept private and how private to keep certain 
information. 

By selectively sharing purchase information, reviews, as well as other types of 
information online, customers can help each other make better purchase decisions while 
maintaining a desired level of privacy, thereby increasing customer satisfaction and 
decreasing returns. Thus, the present invention provides an efficient and accurate method 
of gathering and customer purchase information and opinions, and sharing that 
information with designated recipients. These recipients can then use the 
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recommendations, experiences and purchase histories of others, particularly those of 
people they know and trust, in making their own purchase decisions. 

In addition, one embodiment of the present invention provides a novel 
infrastructure that captures and stores customer-to-customer relationships for future use. 
In addition to the sharing of purchase information, the novel infrastructure facilitates the 
sharing of other types of customer information, such as wish lists, reviews, auctions, 
favorite artists, instant recommendations, shipping address, and so on. 

The selective sharing cf customer information will now be described. As is 
discussed in greater detail below, customers can define a "Personal Purchase Circle" set 
that includes a list or designation of people and/or groups that a customer has given 
permission to see his or her puixhases, opinions, and/or ratings. The Personal Purchase 
Circle operates generally by tracking purchases of items, such as books, movies, or other 
items, made by the customer as well as corresponding "private" rating or reviews, and 
sharing the purchase and private review information with a one or more people or groups 
as specified by or defined by the customer. In addition, if the customer has been 
provided permission to see the p-urchases of others, that list may be provided to those who 
the customer has given viewing permission to. Thus, a dynamic customer-defined 
community for exchanging information is created. By way of example: If Ken has given 
Brian and Warren permission to see his purchases, and Maryam has given Ken 
permission to see her purchases, then Brian, Warren, and Maryam make up Ken's 
Personal Purchase Circle. 

Once a person has been added to a customer's Personal Purchase Circle, a 
notification or invitation may be provided to the added person, also termed an invitee. 
For example, the added person may be notified via e-mail or a message on the merchant's 
Web site that she or he has been added to the customer's Personal Purchase Circle. The 
notification may contain a link to the customer's profile page, described below, to 
provide easy access. If the invitee activates the link, the invitation is considered 
accepted. The customer may be provided with a notification that the invitee has accepted 
the invitation and/or view the customer's profile page. 

In addition, an e-mail aad/or Web notification may be provided to a customer 
when a member of the customer's Personal Purchase Circle bought purchased a new item 
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or when other changes occurred to the member's profile page. Optionally, customers 
may request not to be sent any type of notification, or request not to be notified by e-mail 
but have notification provided on the merchant Web site, or request not to be notified via 
a Web page display, but have notification provided by e-mail. 

To reduce or prevent sp^im or unwanted e-mail, in one embodiment and an invitee 
will not get more than a specified number invitations from the same customer. The 
specified number may optionally be set by the customer and/or the Web site manager. 
The e-mail addresses and customer IDs that a customer has already sent an invitation to 
are tracked. The customer is prevented from sending more invitations to the invitee than 
the specified number limit. 

Each address entered into the invite box may be evaluated against one or more of 
the following set of rules. If Ihe invitee e-mail address provided by customer fails to 
match those in a customer datal^ase associated with the Web site, a one-use token is sent 
to that e-mail address. The one-use token includes a link to a Web page that asks the 
invitee to sign-in as a customer if the invitee has already established an customer account. 
If the invitee does successfully sign-in as a customer, then the e-mail address is stored in 
association with the invite's customer account. 

The invitee may also be asked to estabhsh a customer account if the invitee is not 
yet a customer. If the e-mail address provided by the customer does match the e-mail 
address of an existing customer, an e-mail is sent to the invitee, including a link to a 
registration page, where the invitee can apply to be a registered customer with his or her 
own profile page. Generally, an e-mail is sent to the specified e-mail address, where the 
e-mail includes links to two URLs, The first link's to the inviting customer's profile 
page. The second link is in the form of a one-use token in case the e-mail address of the 
invitee is not their primary Amazon.com account. 

If the e-mail address provided by the inviting customer matches two or more 
customer accounts in the customer database, in one embodiment the customer account 
with the most recent order date will be considered the invitee. In another embodiment, 
the account with the most orders will be considered the invitee. The validity of e-mail 
addresses may be verified to prevent invitations to likely distribution lists or other suspect 
addresses, such as those beginning with postmaster®, root@, or administrator®. The 
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customer may view a list of the- customer's invitees as well as a list of invitees who have 
accepted the customer's invitati<Dn to view the customer's profile page. 

A customer may selectively designate via the "profile page" which purchases, 
opinions and ratings are to be visible to customers within the customer's personal 
purchase circle. In addition, the profile page can list the other people in the customer's 
Personal Purchase Circle. By way of example: Brian and Warren can to go to Ken's 
profile page to see his purchase s and what Ken thought about each purchase in the form 
of a rating or other review-type . In one embodiment, the customer, Ken in this example, 
can edit his profile page and selectively remove and/or add information about individual 
item purchases to his profile page. In addition, the profile page may display other 
customer-related information, such as the customer's wish hst, reviews, auctions, favorite 
artists, instant recommendations, shipping address, demographic information, other 
profile information, and so on. 

A customer can selectively allow those in the customer's Personal Purchase 
Circle to view who else is in the customer's Personal Purchase Circle. Those in the 
customer's Personal Purchase Circle who are permitted view who else is in the 
customer's Personal Purchase Circle are termed "Friend's of Friends." If, for example, 
Brian, Warren, and Maryam make up Ken's Personal Purchase Circle, then if so allowed, 
Maryam may be informed that Brian and Warren are also part of Ken's Personal Purchase 
Circle. Optionally, Maryam can also invite Brian and Warren to her Personal Purchase 
Circle. In one embodiment, Maryam cannot view Brian's and Warren's purchases unless 
they give her their corresponding permission. 

When a customer adds a "friend of a fiiend" to her or his own Personal Purchase 
Circle, the notification to the invitee will state the name or nickname of the mutual fiiend. 
For example, Warren may go to Ken's profile page and see that Brian is also in Ken's 
Personal Purchase Circle. Warren then invites Brian to his own Personal Purchase 
Circle. The notification to Brian may state that "Warren (through Ken's profile page) has 
invited you to his Personal Purchase Circle." Thus, the invitee knows from whose profile 
page the invitor learned of the invitee. 

To prevent unauthorized access to setup or edit a Personal Purchase Circle, 
authentication of the customer is requested. In setting up a Personal Purchase Circle, the 
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customer may be presented with a form that includes one or fields or links allowing the 
customer to designate who is allowed to view the customer's purchases. The designation 
may be in the form of a person's e-mail address, name, nickname, or other identifying 
information. 

The selective designation of purchases for viewing by other customers will now 
be discussed. All or a portion of the customer's purchase history is displayed for the 
customer, who may then decide or designate which purchases may be viewed by those in 
the customer's Personal Purchase Circle and which may not be viewed. In addition, the 
customer can review each listeci purchase. The review may be include or be in the form 
of a grade, a point rating, or a star rating, where for example, 1 star is the worst rating and 
5 stars is the best rating, and/or provide textual comments, if so desired. Customer's may 
then edit all or a portion of a notification or invitation to members of the customer's 
Personal Purchase Circle, informing them that they are invited to view the customer's 
profile page. The customer may be provided with a preview of what members of the 
customer's Personal Purchase Circle will see when they visit the customer's profile page. 

The profile page may include one or more of the following: 

1 . A customer's purchas^as and a respective rating and/or review for each 
purchase. 

2. A customer's favorite Community Purchase Circles (i.e. MIT, NY, etc). 
Community Purchase ("ircles, also termed as Community Interests, 
operates generally by tracking purchases of books, movies, or other items 
within particular user communities, such as particular cities, companies, 
universities, and the like. Additional details on a networked system for 
collecting and distributing Community Interest related information are 
described in U.S. AppHcation No. 09/377,447, titled USE OF CONTACT 
INFORMATION TO ASSIST USERS IN EVALUATING ITEMS, filed 
August 19, 1999, which is hereby incorporated by reference in its entirety. 

3. The other members of the customer's Personal Purchase Circle (Friends 
of Friends) 

4. The ability to reciprocate the sharing with the customer and the other 
members of the customer's Personal Purchase Circle. 

5. A counter to count the number of page views. 

With each new purchase;, the customer is asked whether the customer wants to 
designate the purchase as private or hidden, or if the purchase information may be shared 
with members of his or her Personal Purchase Circle. If the customer designates the 
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purchase as public, then the ]3urchase and related information will be automatically 
shared with a customer's Personal Purchase Circle by e-mail, Web page notification, 
and/or the customer's profile page. In one embodiment, unless the customer exphcitly 
states that the purchase is to be liidden or private, the purchase is shared with the Personal 
Purchase Circle. 

One embodiment of the present invention which may be used with Amazon's one- 
cHck feature will now be described. Amazon's one-chck feature is well known to those 
of ordinary skill in the field of Internet commerce and is the subject of U.S. Patent No. 
5,960,411, assigned to Amazon.com, which is incorporated herein by reference in its 
entirety. If a customer has previously set up a Personal Purchase Circle and has the one- 
click featured enabled, then a check box or an equivalent field will appear in the "buy" 
check box, indicating the customer's willingness to display the one-clicked purchased 
item to those in their Personal Purchase Circle. 

For customers that have not yet set up a Personal Purchase Circle, a prompt to set 
up a Personal Purchase Circle nay be displayed on a one-click "thank-you page" and/or 
an order or thank-you page. 

A set of online services will now be described in detail. The services will initially 
be described with reference to example screen displays which illustrate the services from 
the perspective of end users. A set of example processes and executable components that 
may be used to implement the services with be described with reference to architectural 
and flow diagrams. 

Figures lA-B illustrate (Example profile pages or forms for entering information 
related to a customer's profile. The forms may be displayed on a Web site, such as one 
associated with an on-line merchant. The forms allow users to enter information about 
the user. Some, of the information is viewable to the public and some may be selectively 
shared. 

As illustrated in Figure lA, the user can enter a nickname and the user's e-mail 
address. In addition, the text or a link to the text of one or more reviews written by the 
user will appear on the user's profile page. The user may also add a picture or graphic to 
the profile by activating a "Your Picture" edit button. In addition, by activating the 
"cUck here" text, the user is presented with a form wherein the user can enter a free-form 
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textual description of his or herself. The profile page further presents in an "at a glance" 
section a summary of the number of purchases the user has agreed to share and the 
number of items on the user's wish hst. By activating the "Shared Purchases" hnk, the 
user is presented with a list of the purchases the user has agreed to share with designated 
others, termed "trusted friends." The list of purchases may also include associated 
private reviews. 

Figure IB illustrates a form used to enter the user's personal, free- form textual 
description. In this example, Ihe user is limited to 4,000 characters. In addition, the 
personal descriptions are automatically designated as pubhc, that is, available for viewing 
by all customers. In another embodiment, the user can selectively make the personal 
description pubhc or private. Once the user has entered the personal description, the user 
can activate the Submit button and the review will be stored in the client account 
database and displayed on the user's profile page. 

Figures 2 illustrates an example page used to add a picture to the profile page 
illustrated in Figure 1 A. In this example, the user can enter a URL into a URL field for a 
location where the user has stored an image. Once the user activates the Submit button, 
the Web site then retrieves the image for display on the user's profile page. In addition, 
the image may be scaled to save on storage space and to fit in the area designated to 
receive the image on the profile page. The user may also select from one or more 
graphics or images provided on the Web site page. Once the user selects the desired 
graphic or image by activating a Choose button, the graphic or image will appear on the 
user's profile page when viewed. 

Figure 3A illustrates an (example public profile page, termed an "about you area," 
including profile information entered into the profile page illustrated in Figure 1. The 
user nickname Johnny Ex, is di^signated as viewable by the public so that anyone can 
view it. The user name, John E?^ ample, and user e-mail address JohnExample@Example, 
are designated as viewable only to those viewers specified by the user, who are termed 
"trusted friends." The personal description section displays a personal description using 
the form illustrated in Figure IB, 

An "at a glance" section on the page illustrated in Figure 3A notifies the user that 
the user has specified that information for 2 of the user's purchases can be shared with 



25 



the trasted friends. The "at a glance" section further notifies how many other customers 
the user as designated as "favorite people," that is other shoppers, friends, and favorite 
reviewers that the user likes, trusts or whose opinions the user is interested in. The user 
can add a customer to the user's favorite people list, via their profile page, or via their e- 
mail address. Then, when one- of the designated "favorite people" writes a review, or 
comes up with an interesting recommendation, it will be displayed on a page designated 
for such purposes. Thus, the user has a customized review page displaying reviews more 
likely to be of interest to the user. The page illustrated in Figure 3A displays the names 
of the designated favorite people, wherein the names are linked to the designated persons 
profile page. Activating the link: causes the user's browser to display the corresponding 
profile page. 

The example profile page illustrated in Figure 3 A also displays in a "your 
reviews, requests, & recommendations" area the user's designated shared purchases and 
private ratings generated by the; user. Viewing by customers of the shared purchases is 
restricted to customers specified by the user. 

In addition, a wish list area displays items that the user has placed on their wish 
list. In this example, the item is designated at private, that is, not viewable by other 
customers. 

Figure 3B illustrates an example customized review page including reviews by 
the user's designated "favorite people." In addition, the page illustrated in Figure 3 
displays, in a "your participation" area, the number of favorite people designated by the 
user, the number of designated shared purchases, and the number of items on the user's 
wish list. In addition, other top reviewers images and names are displayed, along with a 
tally of the number of helpful V(3tes the reviewer has received and the number of reviews 
written by the reviewer on the Wdb site. The reviewers' names are linked to their profile 
pages. In addition, a link is provided to a page displaying the top rated reviewers. 

The example page illustrated in Figure 3 A also displays the most popular book in 
the user's designated purchase circle. A purchase circle is a specialized bestseller lists, 
reporting best sellers, such as the top 10 or 20 best selling books, for a selected purchase 
group, such as for a given zip code, domain name, company, school or city. 



26 



Figure 3C illustrates and example page including reviews written by the user 
associated with the profile page illustrated in Figure 3 A. 

Figure 4 illustrates a product information page for a DVD of Mary Poppins, 
including an editorial review and two customer reviews, a rating associated with each 
customer review, a ranking of the customer who authored the second customer review, 
and a link to a review entry peige, entitled "write and online review." As illustrated in 
Figure 4, associated with each customer review is a survey question asking "was this 
review helpful to you?". A reader can vote yes or no by activating the appropriate soft 
button. In addition, associated with each customer review is a tally of how many "yes" 
votes the review received and how many total votes were received. For example, the 
first review, titled "is it impossible to make films like this anymore," includes a tally 
indicating that 5 out of 5 people found the review helpfiil. The second review, titled 
"fantastic fantasy," includes a tally stating that 11 out of 12 people found the review 
helpful, indicating that the revi(^w received 1 1 "yes" votes and 1 "no" vote. The second 
review, also includes a ranking indicating that the reviewer is a "top 50 reviewer," that is, 
has received enough "helpfiil" votes to place the reviewer among those 50 reviewers 
having the most "helpful" votes. 

As illustrated in Figure 4, the first review is by an anonymous author, called 
"viewer," Therefore, no lini.s are provided is association with the review to the 
reviewer's profile page. The second review was authored by "Bob." The text "Bob" is 
linked to Bob's profile page. Thus, by activating the link the user is presented with Bob's 
profile page and can learn more about Bob and read other public reviews authored by 
Bob. In addition, the text "top 50 reviewer," indicating the reviewer's ranking" is linked 
to a "top reviewers" page or page which display top ranked reviewers. The "top 
reviewers" page is discussed in greater detail below with reference to Figure 6. 

Activating the "write an online review" link causes the example customer review 
entry form illustrated in Figure 5 to be displayed. The form includes an image of the 
product being reviewed, a rating entry field, a title field, and a review text field. In this 
example, the rating field is implemented as a drop down menu which allows the customer 
to give a 1-5 star rating of the item being reviewed. The review title field allows the 
customer to give a brief title for the customer's review. The review text field is used to 



27 



received a textual review. The length of the review^ may be limited. In this example, the 
review is limited to 1,000 words, though other limitations may be used. 

As illustrated in Figure 5, the customer can specify whether the customer's public 
nickname is to be displayed in association with the review, or whether the review is to be 
displayed anonymously, that is, without the customer's nickname. The customer can also 
specify the customer's geogjaphical location, including city, state and country 
information. In this embodimi^nt, the customer's geographical location is displayed in 
association with the review even when the review is designated as anonymous. An "I 
own it" field allows the reviewer to indicate whether or not. the reviewer owns the item 
being reviewer. 

Figure 6 illustrates an example page listing reviewers having selected rankings. 
For example, the top or ranked reviewers pages may display information on the top 1,000 
reviewers, including their names or nicknames, all or excerpts of their personal 
descriptions, and optionally, a photo or image associated with a corresponding reviewer. 
A tally of the number of reviev/s authored by the reviewers is also provided. The name 
of each ranked reviewer is linked to their profile page, where readers can view the 
reviewer's profile information designated as public. In addition, the "more" text 
following each personal description excerpts also includes a link to the corresponding 
profile page. 

Figure 7 illustrates an example online process 700 for receiving, processing, and 
presenting evaluations for reviews of the type illustrated in Figure 4. Begiiming at state 
702, the process proceeds to state 704. An evaluation in the form of a "helpful" or "not 
helpful" vote or the like is received. At state 706, the received vote is tabulated with 
previous votes received for tho review. Based on the tabulated votes, at state 708 a 
review score is calculated for display with the review. At state 710, the reviewer's the 
vote is also tabulated with votes for other reviews by the reviewer and a reviewer score is 
calculated. At state 712 the reviewer's score is compared with that of other reviewers. 
Based on the comparison of the reviewer's score with the scores of others, at state 714 a 
determination is made as to v^hether the reviewer has reached a certain stature as a 
reviewer, that is, whether the reviewer is a "top" reviewer as defined by the review 
system. If the reviewer is not entitled to such as designation, then the process 700 
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proceeds to state 716, and no ranking designation is provided. Otherwise, the process 
700 proceeds to state 718 where the appropriate designation is assigned to the reviewer 
based on the comparison performed at state 712. By way of example, the designation 
may be "Top 100 Reviewer." At state 720, the review is displayed is association with the 
reviewed item on a product information page, wherein the reviewer's designation is 
displayed in conjunction with tlie review. At state 722, the reviewer's name is displayed 
on a "top reviewers" page, such as that illustrated in Figure 6. 

Figure 8 illustrates an exemplary commerce system, including software and 
hardware components for implementing a review processing and customer information 
sharing system in accordance with one embodiment of the invention and illustrates 
typical user components for acc^essing the system. As depicted by this drawing, customers 
access the Web site 850 using respective personal computers 852, 854 or other general- 
purpose computers, terminals, or chents that have access to the Internet. The customers may 
alternatively access the Web site 850 using special purpose devices. The customer 
computers 852, 854 may run C(3mmercially-available Web browser applications 862, 864 
such as Microsoft Internet Expbrer(g) or Netscape Navigator®, which implement the basic 
World Wide Web standards such as HTTP and HTML. 

The computers 852, 854 may also run a commercially available e-mail application 
856, 866, such as Microsoft Outlook® or Netscape Navigator®, which may be used to 
receive communications fi-om the merchant-related Web site 550. For example, the e-mail 
application 856, 866 may be used to receive gift reminders, as previously described. The e- 
mail applications 856, 866 and i:he browsers 862, 864 may be integrated with one another, 
and/or may be integrated with other application programs or the operating system. 

In the embodiment described herein, the Web site 850 includes a computer system 
and associated content that are accessible via the Internet. The Web site 850 may optionally 
include content that spans multiple Internet domains, and/or may be implemented using 
physical servers that are geographically remote from one another. In other embodiments, 
the Web site 850 may be in the form of an intranet site, in which case the computers 852, 
854 may be coupled to the site solely by a private network. For example, Web site 850 may 
be in the form of m internal corfiorate store site for company employees. 
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In other embodiments, the Web site 850 may be replaced with another type of 
network site. For example, the various services described herein could alternatively be 
implemented on a hypertextual site or browsing area of an online services network such as 
America Online® or MSN®, or using interactive TV, in which case users may access the 
site using software that implements non-standard document formats and transfer protocols. 

As further depicted by Figure 8, the Web site 850 includes a commercially-available 
Web server appHcation 870. The Web server application 870 accesses an HTML and 
products database 876 used to g,enerate Web pages in response to the actions of end users. 
Various other back-end components (not shown) are also used for this purpose. 

The Web site 850 also includes review processing and customer information sharing 
apphcations 872 which includes the basic fimctionahty for receiving customer reviews and 
review evaluations, as well as for processing user instructions relating to the sharing of 
customer purchase information ;md other private information, as previously discussed. The 
review processing and customer information sharing apphcations 872 access a review 
database 878 and a customer account database 880. The review database 878 stores 
customer and professional reviews, pointers to the corresponding items being reviewed, and 
evaluations associated with the customer reviews. The customer account database 880 
includes information used to po]3ulate the customer's profile page, including the customer's 
name, nickname, e-mail address, reviewer ranking, if any, purchase history, and an 
indication as to which items of information are designated as private and which are 
designated as pubhc, and who may be view selected private information. 

The scoring appHcation 882 calculate scores for reviews and customer reviewers. 
As previously discussed, the scores may be based on the number of "helpful" votes a review 
received and/or the number of "not helpful" votes received. The scoring is used by the 
review processing application 8 72 to rank reviewers based on a tally of scores received for 
some or all of the reviewers written by a given customer. The score for each review is also 
stored in association with the reAiew in the review database 880. 

As discussed above, a customer can optionally specify that information on 
selected purchases is to be shared with others. Further, the customer can optionally 
specify with whom the purchase information is to be shared with. Figures 9A-C illustrate 
an explanation page that explains, for one embodiment, the different statuses that can be 
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assigned by one customer to another customer and how those statuses are assigned. For 
example, a person can be designated as a "trusted friend/' that is, someone who has 
permission to view private areas of the customer's profile or "about you" page and 
information on the customer's purchases. Additionally, as previously discussed, a 
customer can designate a person as a "favorite person," that is, someone whose reviews 
the customer is particularly interested in. Reviews authored by a designated favorite 
person or placed on a page customized for the customer. 

Figures lOA-B illustrate an example customer purchase sharing page for 
specifying for which of a customer's purchases is information to be shared with 
designated others. The page c-r pages Usts items purchased made by the customer. In 
association with each item is a review field and a rating field. The customer may enter a 
review for the item into the review field. For example, for an animated film the customer 
may enter the comment "cutting edge animation." In addition or instead, the customer 
can provide a point rating, such as a rating on a scale of 1 to 5, by activating the 
appropriate number in the rating field, which will then be marked with a dot, checkmark 
or the like. Otherwise, a "?" field will be marked, indicating no numerical rating has 
been provided. 

Figure llA illustrates an example page used by a customer to specify who may 
view the customer's purchase sliaring page. The customer may specify who is authorized 
to view the customer's purchase sharing page by entering their e-mail address into an e- 
mail field. In this example, the e-mail address is to a johndoe@example. An invitation, 
such as that illustrated in Figun^ 12, is then e-mailed to the specified e-mail address. The 
invitation notifies the invitee that he or she has been added to the customer's list of those 
authorized to view private infonnation on the customer's profile page and information on 
the customer's purchases. In addition, a link to the customer's profile page is provided so 
that the invitee can activate the link and the profile page will be displayed on the invitee's 
computer browser. 

Figure 1 IB illustrates an example page used by a customer to change the status of 
another user with respect the customer and to display who has been invited to- view the 
customer's purchase sharing page but has not responded. Thus, for example, the 
customer can designate a listed person as a "trusted friend," that is, someone who is 
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authorized to view the customer's purchase information, or can designate the listed 
person as a "favorite people," i;hat is, as previously discussed, someone whose reviews 
the customer is particularly interested in, or can delete the listed person as a "favorite 
person" or "trusted friend." The illustrated page hsts who has not responded to the 
customer's invitation to become a trusted friend and allows the customer to request that 
another invitation to e-mailed to the non-responsive person. The customer can also 
specify that the customer does not want to receive an e-mail notification each time the 
customer is designated by another as a "trusted friend." 

Thus the present invention provides a review processing system that helps 
customers select which items, to purchase by customer-authored product reviews. 
Further, customers can rate product reviews, thereby identifying which reviews are useful 
and which reviewers tend to provide more useful reviews, thereby allowing customers to 
efficiently locate helpful reviews. To further provide helpful customer generated 
shopping information, customers can selectively share information regarding purchases 
with friends, family, and others. 

While certain preferred embodiments of the invention have been described, these 
embodiments have been presented by way of example only, and are not intended to limit 
the scope of the present invention. Accordingly, the breadth and scope of the present 
invention should be defined only in accordance with the following claims and their 
equivalents. 
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WHAT IS CLAIMED IS : 

L A method of evaluating a product review displayed in connection with a 
networked commerce site, compirising: 

providing a product review authored by a first customer over a network to 
a plurality of other customers; 

receiving votes over the network from other customers indicating whether 
the product review was helpful; 

tallying the votes received for the product review; 

providing over the network an indication related to the vote tally for the 
product review in association with the product review; 

tallying votes received for a plurality of reviews authored by the first 
customer, the tally including votes received for the product review; 

assigning a designation to the jSrst customer based on the vote tally for the 
plurality of reviews authored by the first customer; and 

displaying the designation in association with the product review. 

2. The method as defined in Claim 1, wherein the votes comprise votes 
indicating that the product review is helpful and votes indicating that the product review 
is not helpful. 

3. The method as define in Claim 2, wherein the helpful votes are weighted 
differently than non-helpful vote. 

4. The method as defined in Claim 1, displaying a ranking in association with a 
plurality of the first customer's reviews, wherein the ranking is based at least in part on 
the vote tally. 

5. The method as defined in Claim 4, wherein the ranking is determined by the 
number of helpful and unhelpful votes received for one or more of the first customer's 
reviews. 

6. The method as defined in Claim 4, further comprising rewarding the first 
customer at least partly in respoiise to the first customer achieving a first ranking. 

7. The method as deFmed in Claim 1, further comprising displaying the 
designation in association with a plurality of reviews authored by the first customer. 
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8. The method as defined in Claim 1, further comprising preventing a vote on the 
providing review from the first customer from being included in the tally of votes 
received for the product review, 

9. The method as defined in Claim 1, wherein each of the other customers is 
prevented from voting more than once in relation to the product review. 

10. The method as defined in Claim 1, further comprising generating a profile 
page associated with the first customer, wherein the profile page includes an indication 
related to the number of helpful votes the first customer has received for a plurality of 
reviews authored by the customer. 

11. The method as defined in Claim 1, further comprising generating a profile 
page associated with the first customer, wherein the profile page includes the number of 
unhelpful votes the first customer has received. 

12. A method of collecting and distributing a network information feedback 
information related to a product reviewer, comprising: 

receiving over a network at least a first review for an item from a first 
reviewer; 

causing the first review to be displayed on a first computer display in 
association with a description of the item; 

receiving feedback evaluations for the first review over the network from 
readers of the first revievv^; 

transmitting over a network to at least a second computer an indication of 
how well the first reviewer is perceived by users based at least in part on feedback 
provided by users; and 

transmitting ovei- the network to the second computer a link to a profile 
page associated with the first reviewer. 

13. The method as defined in Claim 12, further comprising transmitting the 
indication information and the review links to a user terminal. 

14. The method as defined in Claim 12, further comprising receiving over the 
network a URL from the first reviewer to a photographic image of the first reviewer to be 
displayed in association with the first reviewer's profile page. 
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15. The method as defined in Claim 12 further comprising transmitting over the 
network at least a link to information on an item being sold by the first reviewer. 

16. The method as defined in Claim 12, further comprising transmitting to a user 
information which other reviewers the first reviewer prefers. 

17. The method as defined in Claim 12, wherein the feedback evaluations are in 
the form of votes. 

18. The method as defined in Claim 12, wherein the feedback evaluations are in 
the form of ratings. 

19. A method of evaluating a product review displayed in connection with a 
networked commerce site, com]3rising: 

transmitting the product review to a plurality of customers; 

receiving from a,t least a portion of the plurality of customers evaluations 
indicating whether the product review was useful; and 

transmitting inibrmation related to the evaluations for display in 
association with the product review. 

20. A method of rating reviews, comprising: 

causing a displaj^ of a review on a first plurality of user computer screens; 

causing a display of first link adjacent to the review, wherein the first link 
is intended to be activated by the user if the reader finds the review helpful; 

tallying at least a. portion of the first link activations; 

causing a display of the review on a second plurality of user computer 
screens in association with a number related at least in part to the tally; and 

ranking the author of the review based at least in part on the tally. 

21. The method as defined in Claim 20, further comprising transmitting 
information on the author of the review to at least a first customer, wherein the 
information includes identification information of at least a second review author selected 
by the author. 
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METHODS AND SYSTEMS FOR PROCESSING DISTRIBUTED FEEDBACK 

Abstract of the Disclosure 
One embodiment of the present invention distributes data via a network to remotely 
located individuals. Evaluation feedback by one or more of the individuals is transmitted 
to others so that the feedback may be used by others to quickly locate the more useful 
data. The evaluation feedback may be in the form of ratings of product reviews. The 
feedback helps customers by allowing the more useful reviews can be quickly located. 
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Monoge Your 
Friends Sc 
Fovorites 

• Edit Your About 
You Area 

• Add /Edit Shored 
Purchoses 

• Manaoe Favorite 
People List 

• Add Trusted 
Friends 




WELCOME TO 

Friends Sc Fovorites 



Welcome, John Example! (if you're not John Example, click here, ) 



You've already added names to your Favorite People list. Now 
odd some morel Find people you know using the Search box 
located on this page. Go to Amazon,com's Top Reviewers poqe 
and track down reviewers whose opinions you respect. Be sure 
to updcite your About You oreo so that people con get to know 
you. 



Doug Vaughn recently reviewed; 

(5) 

Tides of Wan A Novel of Alc ibrodes ond 
the Peloponnesion War 

by Steven Pressfieid 



BOOK 
COVER 
ART 



Doug Voughn's Roting and Review 

itIHtki: If it weren't true it would be bord to believe 

Those who have read Pressfield's previous book, Gates of 
Fire, win have a hard time recognizing this novel as being the 
some cuthor's work. Whereas that one was focused on a 
single battle ond thus had a limited time and place imposed 
on the action. Tides of Wor deals with the entire 
Peloponnesion wor (all 27 years) and is all over the place in 
both time and location. One problem, for sure, for mony 
readers will be the Voice' of the story. It is told by someone 
who gets it from his grandfather,., see entire review 



In the Newport Beach, Co Purchase Circle; 

The Power Game : How Woshinqton Works 



BOOK 

COVER 
ART 



by Hedrick Smith 



► See more unique Newport Beoch, OA 
bestsellers 



your PARTICIPATION 

Favorite People;! 
Shared 
Purchoses; 0 
Items on Wish 

Ust;1 



top REVIEWERS 

#3 Angel Lee 




Reviews 
written: 

256 

Helpful 
votes; 1976 

#4 Donold W. 
Mitchell 



PHOTO 



Reviews 
written; 

372 

Helpful 



votes; 2840 



► See the Top 
Reviewers List 



Have feedbock or 
suggestions? Share 
them with us 



Guidelines: Learn 
more obout the ins 
and outs of Friends 
Sc Fovorites 



Friends & Fovorites | Top Flevfewers | Purchose Circles | Discussion Boords | Refer- A- Friend | 

Free e- Cords 



HELP 



com 



WELCOME BOOKS 



' V" 

AUCTIONS 



ART & 
COLLECTtBLES 



MUSIC 



zSHOPS 



KITCHEN 



LAWN & 
PATiO 



TOOLS & 
HARDWARE 



CYOUR ACCOUNT) 
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ORDER 
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IDEAS 



TOP 
SELLERS 



FRIENDS & 
FAVORITES 



FREE 
E- CARDS 



Seordi People; 



DC 



GDI) 



Your FovwHe People; 



[Select 



Friends & Fovorites > Your About You Area > Reviews 



(Personal profile "V 

Your ^ersoxsoS info; (113 

Viewable by the public: 
Nickname; johnnyex 

Viewable by Trusted Friends 
only: 

Nome; John Exomple 

E— mai(;jexample@example,com 

Your person ol 
description; fEdiil 
Viewable by the public; 
About me; I like to read 
history^ reloted books ond 
novels- 



Add 
on 

image 
here. 
It's 
easy! 

Your 
picture; 



MORE TO 
EXPLORE 
At o glonce 
Shored purchoses : 
0 (Trusted Friends 
only) 

Wish List; 0 of 1 
items purchased 
(Viewoble by you 
only) 

VosoxMe People; 1 



your FAVORITE PEOPLE 

AH Fovorite 
People 
Doug Voughn 

Fovorite People 
fist iiSI 



Add Trusted Friends 

E-moil this page to o friend! 

Guidelines : Learn more about 
the ins ond outs of Friends $c 
Favorites, 



Cloim your reviews 

Your Privote Reviews (Vievvyour public reviews) 1 of 1 



COVER 
ART 



^ Mory Poppins DVD 

Julie Andrews 
List Pnco; |20,00 
You Save; $9,00 (30%) 
Usually ships in 2-3 days 
Rated G 

Region 1 encoding (US and 
Canoda only) 



^ Add to Cart ) 
(Add to Wish List) 



jfcj kAA* Great music, greot fun! 



June 20, 2000 



As my 2,5 yeor old son loves this movie, I hove had 
to watch it at leost 20 times. Yet I still enjoy it. The 
music and lyrics ore greot fun, and I find myself 
humming the tunes hours ofter eoch viewing. The octing 
is excellent, and the chorocters ore chorming. 



Your Pnsoie Reviews ( View your public review s) 1 of i 



& Fovorites | Top R(gviewers | 



Purchose Circles 
Free e- Cords 



Discussion Soords | Refer- A— Friend | 



com 



ART & 
! COLLECTIBLES 



zSHOPS 



KITCHEN 



LAWN Sc 
PATIO 



TOOLS & 



HARDWARE 



I HELP 

Cyour account) 



f Y Y Ynvn ^ Y Y TOYS & 

welcome! BOOKS! MUSIC I ELECTRONICS SOFTWARE vfDEO GAME 



VIDEO GAMES Sc BEAUTY LIVING 



ADVANCED 


BROWSE 


TOP 


NEW & FUTURE 


SEARCH 


GENRES 


SELLERS 


RELEASES 



DVD 



KIDS Sc 
FAMILY 



AWARDS & 
RECOMMENDATIONS 



SEARCH 



Mory Poppms (1964) 



DVD 



DVD INFORMATION [ 

Explore This DVD 

buying tnfo 

technicol 
tniomailon 

cost list 

quotes Sc trivio 

editorlol reviews 

customer reviewg 

See more by the cost 
Sc directors 

Julie Andrews 

Dick Von Dyke 

Robert Stevenson 

Customers olso 
bought 

these Videos 

these other items 

Share your thoughts 
e— moil o friend 
about this DVD 



Visit the Music Store 



ALBUM 
COVER 
ART 



The Sound Of Music 
'^Richard Rodgers, 
Oscar Hammerstein II 



DVD 
COVER 
ART 



List Price; $2 9 , 9 9 
Our Price; $19,49 
You Sove; $10,50 (35%) 

Release Date; July 4, 2000, You may still 
order this title. We will ship it to you os 
soon as it is ovoiloble 



READY TO BUY? 



PR£-ORO£R THIS fJEM TODAY 
(ytxi can dwoys carted ft foter) 



©Shopping with us is 
100% sofe. 



Guoronteed, 



I Add to my Wish Ugt | 

(Well set one up for you) 
View my Wish List 



Rat(?d; (H 

Starring; Julie Andrews. Dick Van Dyke , et al. 
Director; Robert Stevenson (I) 

Edititon Details; 

• Re*gion 1 encoding (US and Canada only) 

• Color, Animated 

• The Moking of ''Mary PoppJns" 

• Widescreen anomorphic format 

• ASIN: 6305878323 Click here for more technicof detoils obout this edition, ,. 

Other Formots: VHS, DVD 
AmGzon,com Sales Rank (DVD); 86 



Customers who bought this DVD also bought; 

• Annie (November 7, 1999) VHS; Clamshell 

• Pete's Dragon (November 3, 1977)'«Helen Reddy; VHS; Ciomshell 

• Toy Story (November 22, 1995)'^Tom Hanks; VHS ; Ciamshefi 

Click here for more suggestions.. 
Auctions ond zShops sellers and our other stores recommend; 

• Dick Von Dv^<e~Mory Poppms 8x10 Photo (Price: $6,99) 



Cuistomer Reviews of the Day( whot's this? ) 

Write- on online review and shore your thoughts with other viewers* 

5 of 5 people found the following review helpful; 

Is it impossible to moke films like this anymore? July 3, 1999 

Reviewer; A vtew&r from Del ton a, FL 

This movie is now 35 yeors old. It is smart, funny, fresh ond os limber as the doy it was 
releosed in August of 1964, 

Was this review helpful to you? [YES][N0 J 



11 of 12 people found the following review helpful; 
FANTASTIC FANTASY 



January 7, 2000 



Wos this review helpful to you? [YESj i NO 



Friends Sc Favorites | Top Reviewers | 



Reviewer: Bob (see more obout me) 
TOP 50 (jote^ }g j^ord to think of o movie thot intergroted story, chorcter, musico! numbers, 
f^evlewer onimotion and live oction os enchontingty os Mory Poppins. 



Refer— A— Friend 
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Discussion Boords 
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& BEAUTY 



zSHOPS 



ADVANCED 
SEARCH 



BROWSE 
GENRES 



TOP I NEW & FUTURE , FRIENDS Sc 
SELLERS I RELEASES | FAVORITES 



AWARDS & 
RECOMMENDATIONS 



BARGAIN 
DVD 



SEARCH 



I DVD 



DVD INFORMATION 



Explore This DVD 

buying fnfo 
technical 
In form ot ion 
cost list 
quotes & trivio 
editorial reviews 
customer reviews 

See more by the 
cost & directors 

Julie Andrews 
Dick Von Dyke 
Robert Stevenson 

Shore your 
thoughts 

write o review 
check purchase 
circles 

e-mail o friend 
about this DVD 



Alreody Own It? 
Rote It? 

To improve your 
recommendotions, 
change your rating: 

ONot Rated 
0^ 



n I own it 



(Rote it) 



Customer Review Form 

Write Your Own Review 

>a\^ Under 13? Wont to moke your votce hecrd? Wnte your 
Vd^/ review here* 

Hello, Johnny Examp!e,(tf you're not Johnny Exompie, click here ) 



Mory Poppms DVD 
^ Julie Andrews 

Join the conversation! Write a review of this item and shore your thoughts, 
Please be sure to focus your comments on the DVD, Read our review 
guidelines for more information. You con also look ot some exomple 
customer reviews before you write your own, 

OK, Let's get started* 




On c( scale of 1 to 5 stars, with 5 stars being the best, 
t How do you rote this DVD? | 



2, Please enter o title for your review; 



3, Tj/pe your review in the spoce below; 
(ma?dmum of 1,000 words) 



4, Display this informotion with your review; 
Your public nicknome; dweiss 



O 



(If you're not dweiss, click here ,") 

Keep me anonymous 



5, Where in the wor\6 ore you? 
(Exomple: Seattle, WA USA) 
I Newport Beoch, CA USA ] 



(^Preview your review^ 



^majoiLcom 
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HOW TO 
ORDER 



GIFT 
IDEAS 
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SELLERS 



FRIENDS & 
FAVORITES 



FREE 
E- CARDS 



Seorch People: 



DC 



Your Fovorrte People: 



I Select 



(001) 



f TOP REVIEWERS | 

1 Hornet Klousner 

2 Fronk Behrens 

3 Angel Lee 

4 Donold W, Mftchell 

5 Michoet Woznfcki 

6 Froncis J, 
Mdneney 

7 Robert Morris 
S Doug Vaughn 
9 Irvin Goodmon 

10 kex86 

11 Gobneile 
deLourdes-Re», 

12 tropic_of_cr 

13 svrono 
R^D. Allison 

15 Mtchoel J Edelmon 

16 Scott Ryon 

17 Heoth McEwon 

18 tootptg 

19 Derek Mok 

20 Rebecco 

21 Bob 

22 W,D. Peckenpouqh 

23 Turgoy 
BUGDACIGIL. 
FreelmoqeOnL,. 

24 Roy R, Behrens 

25 shodowfire 

— myqotta 

27 Louro Haqgorty 

28 Barron T, Loycock 

— Alex Leslie 

30 Rick 

31 Bonnie Gilbert 

32 Dovid Scott 
Roberts 

33 ollen smollinq 

34 Mormezl^qoLcom 

35 ombuiocetus 

— Laurie Sholloh 

37 Robertino 



Top Reviewers 



The ballots are in. The votes have been counted. Let's heor it for our Top^ Reviewers — 
selected by Arr!azon,com customers Itke you. These clear— minded critics voiced their 
opinionit obout Amazon,com items. In turn, they supplied their fellow shoppers with 
helpful, honest, tell- it- like- it- is product information. Pleasae join us as we salute this 
topnotch group of review writers. 



Questions about Top Reviewers? Get answers here . 



poge 1 of 11 I next 



1 H arriet Klousner 
loioS reviews written; 



621 



t was an ocquisitions librarian in Pennslvania 
and wrote a monthly review column of recommended 
reads, I found I liked reviewing ond went on to 
freelance after my son was born, 

f have 2 dogs, a carin and a pom, and four cots. Oh, I hove o 21 yeor old,.. . more 



2 V\ 'cxnk Behrens 

loioS reviews written; 



341 



R€;tired Junior High School teacher who now has o wonderful time lecturing 
afc-out musical history ond writing reviews for focal publications up in New 
Hampshire and Vermont, Loments the death of the American Musical Comedy 
ond the emphasis on. .. .more 



3 A ngel Lee 

Tatol reviews written; 256 

I om 25 years old 8c live in Cleveland, Oh, I work at home as a 
pc>werselJer on Ebay. I love all arts & crafts. Some of my favorites ore 
bookbinging, paper arts, marbling, papermaking, rubber stomping, collage, 
ortgomi, calligraphy,.., rnore 



4 D onold W, MHchelt 
Totol reviews written; 



372 



My real passion is helping other to become much more effective in 

their fives from a professional and personal point of view, i wont people 

to be about to use these improved lives to add goodness for those they care 

about. 

This desire to serve is... more 



-702 



( START ") 

RECEIVE VOTE 
FOR REVIEW 
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-776 
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773~~ 
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-720 
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Sc BEAUTY 



^ [^zSHOPsj|MUStcJ 



► INTERENATIONAL k-TOP SELLERS ►FRIENDS Sc FAVORITES 



► FREE E- CARDS 



► PLAYSTAT!0N2 



Secrdi P^yi^- lAK Pro ducts [▼ll 



Your FovofHe People; 



I Select 



Friends Sc Favorites > Friends Sc Favorites FAQ 



Friends & Fovorites: Frequently Asked Questions 
1, What is Friends Sc Favorites? 

Friends & Favorii.es is an Annozonxom service thot puts you in touch with 
opinion and information from people who matter to you. Just add your 
friends and favorite reviewers to your Fovorite People list We'll gather up 
reviews, recommendations and opinions from your Favorite People and put 
it all right in fron of you. 



2, What's a Favorite People list? 

Your Favorite People list is a group of other Amazon.com shoppers, friends, 
and favorite reviewers that you like and trust. If one of those people has 
created an About You orea, or if you know that person's e-mail oddress, 
add him or her to your Favorite People list. Then, whenever one of your 
Favorite People writes a review, or comes up with on interesting 
recommendation, we'll put it on your customized Friends & Favorite home 
page. That way, you can keep track of people and opinions that matter. 



3, Why should I participate? 

Once you build j'our Favorite People list, your Friends Sc Favorites home 
page wilt begin io fill up with valuable, relevant product information. It's a 
fontastic way for you ond your circle of friends to find great new products 
and become better— informed consumers. 



4, f want to get involved. Where do I start? 

First off, you can read up on all the great customers who are involved at^ 
Amazon,com, VtJtit our Top Reviewers poge or search our directory to see if 
yourfriends have created a page devoted to their reviews, 
recommendation:?, and ideas. When you find someone who's interesting to 
you, just click the yellow Add button in the top right— hand corner of their 
page ond the/H be automatically added to your list. 



5, Whot's a Trusted Friend? 

A Trusted Frienc. is a person who has permission to see o private view of 
your About You orea. This private view can include personal information 
like nome or e— moil and items from your list of Shored Purchases, Trusted 
Friends oppeor ii your Favorite People list with o star icon next to thier 
name. 



6, What happens when I click the Upgrade button on 
someone's About You area? 

We odd that person to your group of Trusted Friends and dispatch an 

e-mail on your behalf. The e-mail notifies him or her of Trusted Friend stotus 

and offers on invitation to visit your "About You" page. 



7, What happened to my Member Page? 

Your Member Poge has chonged o bit. It's now called your About You orea. 
Though the name is different and the layout is new, the information on the 
page is still the same. Now its justeosier to read and prettier to look at. 
We've also mad« it easier to edit ond odd information to this page. Just 
click on the edit buttons to see instructions for adding and editing 
information in those specific oreos 



r/a 9 A 



8, What's on About You area? 



Your About You area is the place at Amozon.com where others can learn ^ 
more about you. You con do off sorts of things to spruce it up. Write a little 
bfurb obout yourself. Add your photo. Write a product review. Create o 
Wish List. There's even a private area of your About You oreo where you 
are able to shore your purchases with Trusted Friends, 

9, How do I turn off my About You area? 

No problem. Please send e—mail to community-help@ornozon,com and our 
customer service department will accomodate your request 

10, IVe noticed o page with objectionable content. 
What should I do? 

If you feel another person has creodted an About You Area that contains 
objectionable content, please send e-mail to communit\^ 
help@amazon.com and we will investigate the , matter promptly. You can 
read our full guidelines here . 



11, What is purchase sharing? 

Purchase sharing is your opportunity to share o list of your purchases 
(Including personal ratings and comments for each) with your group of 
Trusted Friends, Your Shared Purchases page ts the part of your About You 
area that shows your Amazon,com purchases, comments, and ratings. 
Unlike the other areas of your About You area, your Shared Purchases 
page can be accessed only bt the Trusted Friends that you invite or by 
anyone if you d(3clde to make it public. 



12, Why should I share my purchases? 

Purchase sharing is a great tool for helping your Trusted Friends become 
better— informed consumers, and for letting them get to know you o little 
bit better. By sharing stories obout purchases great deals, regrets, must- 
haves, etc, — you and your Trusted Friends will be able to leorn from your 
experiences and discover smarter, more effclent ways to shop. 



13, How do I access someone else's Shared Purchases page? 

If your friend hctsn't mode their Shared Purchases public you need an 
Invitation, In this cose you could wait to be Invited by someone else, but 
we recommend that you take one of these more proactive opprooches; 

• Create your own Shared Purchases oreo, invite your friend^ ond 
encourage him or her to return the fovor and invite you to his or hers 
Shared Purchase area. 

• Add the person you want to be oble to see your page to your group 
of Trusited Friends, As part of this process, he or she will receive an 
e—mail on your behalf inviting him or her to visit your Shared 
Purchoses area. 

• Coll your friend, tet) him or her about purchase sharing, and ask if 
s/he is Interested in sharing Informotlon with you, 

14, May I choose which purchases appear on my Shared 
Purchase pcge? 

Definately. When you set up your Shared Purchases page, you decide which 
purchoses you v/ant to share with your friends and which ones you'd like to 
keep private, Eoch time you buy something new, we'll ask whether you 
wont to add It to your Shared Purchses. If you change your mind, 
you can odd and delete purchases, comments, ond ratings from your 
Shared Purchases page atony time. 



/7<:p. 9S 



15, Who can access my Shared Purchases page? 

Unfess you mol«5 your Shared Purchases public only the people you invHe 
as Trusted Friends will be able to access your Shared Purchases page at 
Amazon.com, Wfien these people respond to your jnvitatton, they become 
Trusted Friends on your Favorite People itst. You'll know who these people 
are because the/!! hove a star next to thetr name when you vtew your 
Favorite People list. (You con add and delete names from your Trusted 
Friends list ot ony time,) 



16, How does Amozonxom keep my purchase 
informotion secure? 

We take customer privacy very seriously at Amazon.com. The people 
youVe invited to be Trusted Friends are able to see your Shared Purchases 
page onfy if they are logged into Amazon. com*s secure server and 
recognized in our datobase as your Trusted Friends, If for any reason you 
decide thot you no longer want o person to hove occess to your purchase 
information, you can delete that person's name from your group of Trusted 
Friends, and he or she will no longer be able to access your Shared 
Purchases page. 



Go bock to th<j Friends Sc Fovorites home page. 



Friends Sc Fovorites | Top Reviewers | Purchose Circles | Discussion Boords | Refer- A- Friend | 

Free e- Cords 



Where's My Stuff? 

• Track your recent orders. 

• Use Your Account to view or 
change your orders. 



Shipping Sc Returns 

• See our Shipping Rotes & 
Policies 

• Read our Returns Policy 



Need Help? 

• Forgot your password? Click 
here. 

• Redeem or buy a gift certiftcote. 
« Visit the Help Desk. 



Text Only 



Top of Poqe 



Amazon.com | Home 1 Books I Music I D^/D I Video | Toys Sc Gomes 1 Electronics I Comero & Photo | Softw ore I Computer & Video 
Gomesl New Cars I Kitchen I Tools & Hordwore l Lown & Potio l Heotth & Beouty I Auctions I zShops | e- Cords | l- Click Settings 

Shopping Cort | Your Account | Help | Sell Items 



Internation al I Top Sellers I Friends & Favorites ! e- Cords I PI ov Station2 



Our Internationo Sites; United Kingdom . Germany , Fronce 



^mag oacom 



I HELP 
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HARDWARE 



CYOUR ACCOUNT} 
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TOYS Sc ' 
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HEALTH 
Sc BEAUTY 



HOME 
UVJNG 



TOP 
SELLERS 
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FAVORITES 



FREE 
E- CARDS 



Search People; 




Your favcf^U People; 



I Select 



Purchose Shoring 

with Trusted Friwids 



Shore your purchases with your 
Trusted Friends 

Now you con connect with your Trusted Fnends in 
o whole new way — by sharing your Amazon.com 
purchases. You'll find out things you never knew 
about each other. Passions, interests, and hobbies 
thatnever come up in conversotion will pop up in 
your lists of purchases. So go ahead. Choose the 
purchases you'd like to share. G-ive your purchases 
a star rating. Add comments. Make this page an 
in formation- packed resource for your Trusted 
Friends, 

Items 1 to 25 are shown below. 

Shore Item: 



_ Ftddler on the Roof 
tJ Mgm/Ua Studios 



_ Morv Pogpins 
LJ Dtsney Studios 



A Buq's Life 
LJ Disney Studios 



Gone Wtth the Wind 
D Warner Home Video 



_ The Dork Oystot 

Q Columbto/Tristor Studios 



What IS the Roting Scale? 

The buttons numbered 1-5 represent 
the following ratings; 

(g) 1 itMrirCr oon't me n 

® 2 M^l A tt Hot for me 

® 3 itM^irCr f like it 

® 4 irkitkit it's Great 
® 5 *** * * I Love m 



Your Comments: 



Not 

rotech 



Your Stor 
Rating: 
Don't like ItOi 
love it! 



Great Music 



Cutting edge animotion 
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Sesame Sfa-eet's 25th Birthdoy - A Musical Cetebrotion 
D Sony Wonder 



The Jungle Book 
Li Disney Studios 



Woiloce & Gromit: The Hrst Three Adventures (1990-1995) 
LJ Twentieth Century Fox 



Sesame Street - Elmopoloozo! 
U Sony Wonder 



My children love it 



The best 



The Wiggles - Yummv Yummy 
L-l The Wigglcs(Primory Contributor) 



r/a WA 



Torzqn 
D Dtsney Studios 



The Wiggles - Wiggle Time 
Q The Wiggles(Primary Contributor) 



Sesome Street - 1 2 3 Count With Me 
LJ Muppets(Primary Contributor) 



Littfe Beon Meet Little Beor 
Lj Little BecrfPrimory Contributor), Maurice Sendak (Primory 
Contributor) 

Best of Kermit on Sesame Street 
□ Alice Din nean( Actor), et ol 
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(Sove Chonges) ( Continue^ 



Friends & Fovorites | Top R<;viewers | Purchase Circles | Discussion Boords | Refer- A- Friend 

Free e- Cords 



Where's My Stuff? 

• Track your recent orders. 

• Use Your Account to vtew or 
chonge your orders. 



Shipping & Returns 

• Get heip redeeming o gift 
certtficote 

• Order q gift certificote 



Need Help? 

• Forgot your password? Click 
here, 

• Visit the Heip Desk. 



Check out our new novigation and tell us what you think. 



Text Onfv 



Top of Poqe 



Amazon^com 1 Home I Books [ Music 1 D\P 1 Video | Toys & Gomes l EIectronics i Camera &c Photo I Softw ore | Computer & Video 
Gomesl New Cors I Kitchen I Tools & Hardwore l town & Patio l Heofth & Beouty I Auctions I zShops | e- Cords | 1- Click Se ttings 

Shopping Cort j Your Account | Help | Sell Items 



Amazon, co.uk Amazon, de 



amajoiLcom 

Y ^ 

WELCOME DIRECTORY 



[ (your account) ! help 

-TODAY'S FEATURED STORES 



DVD 



BOOKS 



HEALTH 
& BEAUTY 



zSHOPS 



MUSIC 



► tNTERENATIONAL 



► TOP SELLERS 



► FRIENDS Sc FAVORITES 



► FREE E- CARDS kPLAYSTATIONa 



Seorcti People; 



G03 



Vour FovorHe PeopI* 



I Select 



Friends Sc Favorites > Your About You Areo > Favorite People > Invite Trusted Friends 



Trusted Friends are people who hove permission to see a private view of your About You oreo. This pnvate view 
can include personol information Uke name or e-mail and items from your list of Shored Purchases. Trusted 
Friends appear in your Favorite People list with a star icon text ti their name. 

The people whose e-moil addresses you enter in the text box below will be notified of their Trusted Friend status 
and invited to visit your About You orea. 

Enter the e-mail addresses of the people you'd like to add as Trusted Friends 



JohnDoe@exannple 



Please seperate each address with a como, 

(e-g- jonedoe©company,com, johndoe@school.edu, etc) 



(Add) 

Friends & Fovorites [ Top Reviewers 



Purchose Circles | Dtscusston Boards | Refer- A— Friend | 
Free e~ Cords 



Where's My Stuff? 

• Trock your recent orders. 

• Use Your Account to view or 
change your orders. 



Shipping Sc Returns 

• See our Shipping Rates & 
Policies 

• Read our Returns Policy 



Need Help? 

• Forgot your password? Click 
here. 

• Redeem or buy a gift certificate. 

• Visit the Help Desk. 



Text Oniv '^^P '^^^^ 

Amozon.com |HQme|Bogks|Muslc|pyD|yi^ & Gomes l Oectronics I Comero & Photo | Softw ore | Computer Sc Video 

Gomesl New Cars I Kitchen I Tools & Hordwore l Lown & Patio 1 Health & Beouty I Auctions | zShops |e=:Ccn:ds| l- Cite Settings 

Shopping Cart | Your Account | Help ! Sell Items 



Internottor ol i Top Sellers I Friends Sc Fovorites 1 e- Cords I Plov Stotion2 
Our (ntgrnotiono Sites; United Kingdom , Germany , Fronce 



^m^oacom 



HELP 



''tools sc\ Cyour account) 
hardware 



Search People: 




fwELCOME yBOOKsj^MUSIC 



Your About You Area > F ovorite People > Edit 
Update your Favorite People List 

The following ore your Favorite People, You can change stotus of Favorite People or remove them from 
your list right here. 



Your Favorite People; 
Doug Voughn 



©Trusted 
Friends 

o 

(Save Chonges) 



Fovorite People; 
® 



Delete 

o 



Trusted Friends tn the making 

You've previously invited the following people to become Trusted Friends , but they hove not responded. 
If you want to send onother note to any of these people, delete them from this list, ond send them 
another e— mail. 



People you've invfted; 
JohnDoe@exomple 



Delete 

□ 



(Sove Chonges) 



Receiving e-mails from others 

□ I'd rather not receive e-mail each time I'm added to a person's group of Trusted Friends, 



(Save Changes) 

Find out more obout managing your Favorite People In the Friends Sc Favorites FAQ, 

Friends Sc Fovorites | Top Reviewers | Purchase Circles | Discussion Boords | Refer- A- Friend 

Free e— Cords 



Where's My Stuff? 

-Trock your recent orders. 

-Use Your Account to view or 
change your orders. 



Gift Certificotes 

- Get help redeeming o gift 
Certificate 

- Order o gift certificate 



Need Help? 

- Forgot your password? Click 
here. 

- Visit the Help Desk , 



Check out our new navigation ond tell us what you think. 



Text Only 



Top of Poqe 



Amozon^com I Home I Books I Music I DVD I Video I Toys & Gomes l EIectronics I Comero Sc Photo | Software | Computer & Video 
Gomesl New Cors I Kitchen I Tools & Hardwore l Lawn & Potb l Heolth & Beouty I Auctions I zShops I e- Cords 1 1- Click Settings 

Shopping Cart | Your Account | Help | Sell Items 

Amazon. CO, uk [ Amazon, de 



Reply Reply All Forward | \os attachment \w\ 



^^'^^^ I Next! Inbox 

Dote; Thu, Dec 1, 2000 08:54:33 -0700 (PDT) 
From: jexample^exomple 
To^ JohnDoe^exomple 
Subject; Amazon,com Fnends Sc Favorites; Trusted Fnend Invitation 



Downlood Attachments 
Choose Folder-M [ Move | 



Add Addresses 



Hi t 

We're happy to tell you that ycuVe been o<i<!ie6 to John Example's group 
of Trusted Fnends at Amazon,com- As a Trusted Friend, you now have 
permission to see a private view of John Example's "About You" page. This 
private view feotures personal information such as purchases, rotings, 
and comments that John Example has chosen to share with Trusted Friends 
like you. 

Click on the link below to see John Example's About You area; 
http: //www,omazon,com/exec/obidos/ppl/i/125ABCDEFG/ 

With Friends Sc Favorites, you get useful product information from 
friends 

you trust and people you respect. To learn more about this service, 
visit 

http: //www, omazon, com/friend s 



!exomple@exomple,com request^jd that we send this message. If you'd rather 
not receive an e-mati each time someone adds you as a Trusted Friend, 
please click the link below and update this preference, 

http: //www,omazon,com/exec/obrdos/customer"ionk- management/ 
Amazon,com 

Earth's Biggest Selection 

Find, Discover, and Buy Virtually Anything 

http: //www,omazon,com 

If you hove questions or feedback about this Amazon,com service, please 
e— moil us ot friends- onlv@omazon,com 



Delete 



Reply 



Next I Inbox 

Reply All] Fon /ard | |as attachment !▼! 



-Choose Folder-M [ Move | 
Download Attachments 



